INTRODUCTION
The growing popularity of using sports and entertainment celebrities in brand advertising is evident in the marketplace. In both the United States and China, celebrity endorsement is a key executional strategy that continues to grow in popularity (Chan, Hung, Tse, and Tse, 2008) . In the United States, one of four advertisements uses celebrities to gain brand awareness and preference (Stephens and Rice, 1998) . In China, 40 percent of youth-product advertisement features at least one celebrity (Chan, 2008) , making the effect of this executional tactic on young people a particularly important issue to advertisers in China.
The literature on endorser effects is rich, providing insights into the efficacy of endorser effects, the underlying processes, and the conditions under which endorser effects may be strengthened.
The dominant explanation in these studies assumes the value-transfer approach that focuses on how celebrities promote brand awareness and brand purchase through
• source credibility (Goldsmith, Lafferty, and Newell, 2000) ;
• source attractiveness (Stephens and Rice, 1998) ; and • image congruence (Rifon, Choi, Trimble, and Li, 2004) .
Although these approaches provide insights into how endorser effects work, the ways and conditions under which value-transfer functions in different cultures-especially one that highly values personal relations or guanxi (Gu, Hung and Tse, 2008 )-need to be examined. Indeed, when Nike Celebrities are cultural symbols who reflect the values and ideas of a particular culture. And, therefore, the ways such personas appear in advertising and their impact may vary from culture to culture (Choi, Lee, and Kim, 2005) .
In China, where collectivist cultural values predominate (Hung, Li, and Belk, 2007; Hung and Li, 2008) and where people are risk averse and maintain high power-distance (De Mooij, 2005) , some marketers have found it effective to use celebrities in their communications to shape the preferences Assessing Celebrity Endorsement Effects in China eration of "little emperors" and "little empresses" resulting from the enactment of China's One Child Policy in 1979-has significant power to consume and, increasingly, has become brand-and fashionconscious. In doing so, they implicitly are embracing Western ideals and values (Arora, 2005; Stanat, 2006) . A determination of how these consumers embrace celebrities as brand endorsers and the ensuing effects on brand evaluations will be of great value to marketers who hope to target this desirable consumer segment.
A number of studies have explored how people relate to the celebrities they follow, focusing on the nature of celebrity-worship behaviors and investigating the imaginative parasocial bonds people develop with various icons (Houran, Navik, and Zerrusen, 2005) . One study found that, for some people, their relations with celebrities were driven by entertainment and fun; for others, their relations were motivated by intense attachment; and for some extreme individuals, their relations were driven by a pathological urge (McCutcheon, Lange, and Houran, 2002) .
As relational bonds likely constitute a precondition for endorser effects (Silvera and Austad, 2004) , the relational perspective offers researchers a fresh viewpoint to investigate value-transfer and endorser effects. This perspective especially is useful in a collectivist society such as China, where relational bonds are strong. In this study, the authors pay attention to three topics of interests, all of which have clear practical implications. Specifically:
• To assess the origins of endorser effects, the authors posit that the relationship with the celebrity is a salient behavioral antecedent that facilitates value-transfer.
The authors argue that celebrities need to have positive ties with consumers before the latter would perceive the endorsements as credible or attractive.
In short, the current study aims to establish positive celebrity relationships as the foundation for value-transfer mechanisms to operate, which would reaffirm what marketers already know about celebrity endorsement-the importance of using celebrities with positive public images.
• On the topic of over-endorsement, the authors postulate that, when a celebrity endorses multiple products and brands, some negative evaluation (e.g., doubting the integrity of the celebrity) may occur. For instance, if a celebrity endorses many products and brands, the negative effect may dominate, causing over-endorsement effects.
The authors propose that overendorsement is a significant moderator for the link between relations with celebrity and brand evaluations (measured by brand value-transfer and brand purchase intent). If consumers feel a celebrity endorses too many brands and products, this may ultimately affect their brand consumptions in a negative way.
• The common practice for the typology of celebrities is to use either sports or entertainment celebrities as endorsers; There are three research objectives in the current study:
• The study aims to confirm celebrity worship as a behavioral antecedent to endorser effects.
• The authors postulate that overendorsement is a salient moderator.
AssessIng CeleBRITy enDORsemenT eFFeCTs In CHInA effect on the consumer's brand awareness, brand trust (Agrawal and Kamakura, 1995) , brand preference (Kamins, Brand, Hoeke, and Moe, 1989) , and purchase intentions (Ohanian, 1991) . These endorser effects are attributed to the celebrities' influence and their ability to transfer their values onto the brands they endorse.
The current literature focuses on three particular processes as key explanations for endorser effects (Mittelstaedt, Riesz and Burns, 2000) :
• source credibility,
• affect transfer, and
• image congruity.
Specifically:
• Source credibility states that, when a communication source has particular expertise in a topic of interest, the expertise equips the source with authority and believability so that communication from the source will be regarded as trustworthy or credible. Recent product failures in China (e.g., in such categories as toys and baby formula) highlighted the salience of brand trust.
• Affect transfer refers to the lateral process through which celebrities improve brand awareness and brand familiarity.
When a celebrity endorses a brand, the consumer will pay more attention to the endorsed brand, thereby improving its awareness and attributing it with a positive image (Kahle and Homer, 1985) .
This effect would likely be stronger among fans of the celebrity. Positive relationship with the celebrity also entices adolescents to pursue fan-tracking activities. Some even imitate the icons' behavior. Thus, the psychological foundation for endorser effect may originate from the relations between consumer and celebrity.
In a multiple-product study in the Chinese context, Chan (2008) reported that celebrity appeal was the most commonly used appeal that surpasses even sexual appeal.
• With image congruity, consumers subscribe to the values the celebrity possesses (Mathur, Mathur, and Rangan, 1997 (Fraser and Brown, 2002, 196 (Belk, Wallendorf, and Sherry, 1989 . These properties illustrate how people dignify and ennoble the celebrities they revere.
When people have strong feelings for-and form an admiration relationship with-a celebrity, the relations may take on a fantasy dimension so that the admirer may fantasize about meeting with the celebrity (e.g., going out drinking), becoming someone like the celebrity (e.g., becoming one's daughter), or even becoming the celebrity him-or herself (Caughey, 1984) . These fantasies reflect a deeper identification beyond the celebrity's values and characteristics; they promote important attitudinal and behavioral changes in the admirer (Boon and Lomore, 2001 ). For instance, Andy Lau, who is among the most popular entertainers in China, has an extensive network of fan clubs across the nation. And through that broad-based following, he has drawn many imitators, impersonators, and selfproclaimed lovers.
Dimensions of Celebrity Worship
In recent studies, researchers have paid • In fact, the last dimension of celebrity- 
OVER-ENDORsEmENT
Although most existing studies confirm the effects of celebrity endorsement, they often are conducted on a single-brand context. When celebrities endorse multiple brands, however, the endorser effects are cast in doubt.
In China, over-endorsement is a special concern. With the explosive entry of luxurious global brands in the world's fastestgrowing market, finding appropriate endorsers with national and international can be a challenge for advertisers (Chan, Hung, Tse, and Tse, 2008) .
Researchers have found that the more products a celebrity endorses, the less credible he or she is seen by consumers (Kaikati, 1987; Mowen and Brown, 1981 ).
This finding is not unreasonable: When a celebrity endorses a brand, the consumer associates the brand with the celebrity, The findings have two implications:
• Multi-brand endorsement will be viewed negatively by some consumers and causes an over-endorsement effect.
• Over-endorsement lowers the effectiveness of celebrity endorsement.
One of the more interesting aspects of the current study was an examination of the moderating effect of over-endorsement This motivation is rewarded when people acquire the endorsed brands. Yet, when the celebrity endorses many brands, the enjoyment associated with each brand averages out, and the satisfaction is subsequently weakened. In such cases, moreover, consumers also may think that the celebrities are motivated primarily by the endorsement fee rather than their loyalty to the brands they endorse.
As a result, the consumers' support for the endorsed brands is lowered, suggesting that over-endorsement reduces the effects of "entertainment/fun" on the endorser effects of brand value-transfer and purchase intent.
In the case of "intense attachment,"
however, consumers are motivated to form strong bonds with the celebrity.
Endorsing more brands allows the con- Table 1 ).
In a demographic analysis of respondents, the authors examined the mean differences on key measures and determined that they did not differ significantly across cities (See Table 2 ). Although the sample from the current study had higher levels of income and education, the sociodemographic characteristics of the group was consistent with Internet users in major Chinese cities. 
REsUlTs

Validation of measures
The authors assessed the measurement model using the common analysis approach for structural equation models (See Table 3 ).
They also used three approaches to assess discriminant validity further:
• The authors tested the confidence intervals of the phi estimates of the constructs and found that none of them included 1.
• The authors ran chi-square difference tests for all constructs in pairs to test whether the restricted model is significantly worse than the freely estimated model. All chi-square differences are highly significant.
• The constructs met Fornell and Larcker 's (1981) criterion, which requires that the shared variances between all possible pairs of constructs be lower than the In both cases, the relationship between over-endorsement and value-transfer was significant and positive. However, the relationship was stronger at high levels of over-endorsement (t = 9.90, p < 0.001) than it was at low levels of over-endorsement (t = 4.92, p < 0.001).
The findings have two implications:
• The robustness of the result suggests that over-endorsement effects are salient and can be understood through consumer celebrity-worship relations.
• How consumers react to overendorsement is related to the specific motivations they hold toward their celebrities. 
Hypothesis Testing
Issue of Celebrity Types
DIsCUssION AND ImPlICATIONs
The findings in the current study confirm that consumer/celebrity relationship is a relevant theoretical foundation for understanding endorser effects. As marketers increasingly use endorsers to shape and influence brand purchase, this relational perspective provides two strategic implications for companies using celebrities as brand endorsers, a key executional factor in China:
• It is important for marketers to understand how their target consumers relate to the celebrity endorser they have selected. If the consumers' motivation largely were entertainment-based, the endorsed brands likely would be superficially processed by these consumers, who likely would engage in peripheral processing without careful consideration of details of the brand or its attributes.
• If the consumers' motivation toward the celebrity were intense-attachment based, however, the endorsed brands likely would be evaluated more carefully with conscious and detailed There are a number of limitations in our study that provide future research opportunities:
• As a pioneering study on the issue of over-endorsement, the findings need to be replicated across more celebrities and celebrity types. In particular, the online survey sample focused on Generation Y consumers, an important group but one that is not representative of the overall consumer population in China.
Thus, further studies can investigate the robustness of our findings across different consumer groups.
• The issue of over-endorsement is a rich area that needs further work. The issue of endorser capacity and its underlying processes are topics worthy of further investigation in emerging markets such as China.
• Although the current study was con- 
